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Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, 
brand image, dan sosial media marketing terhadap minat beli produk fashion 
merek lokal di kalangan mahasiswa UMS. Metode penelitian yang digunakan 
adalah metode dengan pendekatan kuantitatif digunakan untuk meneliti pada 
populasi atau sampel tertentu yaitu Mahasiswa UMS. Pengambilan sampel 
dilakukan dengan metode purposive sampling dengan jumlah responden sebanyak 
100 responden dan data yang digunakan adalah data primer berupa kuesioner. 
Metode analisis data yang digunakan adalah smartPLS 3.0. Hasil penelitian ini 
menunjukkan bahwa (1) kualitas produk tidak berpengaruh secara signifikan 
terhadap minat beli produk fashion merek lokal. (2) brand image berpengaruh 
positif dan signifikan terhadap minat beli produk fashion merek lokal. (3) sosial 
media marketing berpengaruh positif dan signifikan terhadap minat beli produk 
fashion merek lokal.  






This study aims to analyze the effect of product quality, brand image, and 
social media marketing on the interest in buying local brand fashion products 
among UMS students. The research method used is a method with a quantitative 
approach used to examine certain populations or samples, namely UMS students. 
Sampling was done by purposive sampling method with the number of 
respondents as many as 100 respondents and the data used were primary data in 
the form of a questionnaire. The data analysis method used is smartPLS 3.0. The 
results of this study indicate that (1) product quality has no significant effect on 
buying interest in local brand fashion products. (2) brand image has a positive 
and significant effect on buying interest in local brand fashion products. (3) social 
media marketing has a positive and significant effect on buying interest in local 
brand fashion products. 
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